The day I sat down to start writing this review, New Jersey Governor Chris Christie held a strange press conference. 
. Chris Christie's widely mocked expression at press conference. Click here.
That video clip, and others like it, got linked, "liked," and retweeted enough that Christie felt compelled to call in the press corps and explain "I was not thinking, 'oh my God, what have I done'" (Livio, 2016) . The writer Alex Pareene asked on Twitter if this was "the first press conference ever called by a sitting governor specifically to respond to memes" (2016) . On the other hand, chapters 3 and 4 argue that new media have diminished the gatekeeping capacity of traditional media in a way that constitutes a meaningful change in political communication.
Azari and Stewart show in chapter 3 how independent political actors can use social media to act as surrogates for campaigns they support, "sometimes saying what official campaigns cannot" (p. 66), or as competitors who advance their own preferred arguments. In chapter 4, Klotz finds that elite communicators encounter more competition from ordinary citizens on YouTube than they ever did on broadcast news, though they retain a significant advantage in messaging power. One leaves the section with a clear sense that new media have expanded the field of potent political actors, but not that anyone is acting profoundly differently.
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In the second section of the book comes a collection of pieces that look at continuities and differences in traditional and online media. As the editors observe in the introduction, it is the continuities that stand out. Rather than change sourcing practices or objectivity norms, the effect of Twitter on campaign reporting has merely been to shift "established campaign-reporting routines into overdrive" (p.
107), Lawrence finds in interviews with journalists in chapter 5. Chapters 6 (Gruszczynski) and 7 (Eshbaugh-Soha) show that campaign coverage by new media does not differ in substantial ways from traditional media in terms of its focus on controversies, its volume, or its tone. There may be new players and equipment in campaign coverage, but the game remains largely the same. The editors pull all these pieces together in a helpful conclusion, in which they observe that campaign fundamentals are still campaign fundamentals, new media are tools to convey messages rather than messages themselves, and the effects of new media occur on the margins. But, they note, "many key political victories are earned at the margin" (p. 303). So new media, while perhaps not yet hugely transformative, can be hugely important. Finally, they suggest that if there is something fundamentally changing in American politics, it may be the focal point of our campaigns. They were once party-centered and then transitioned to being candidate-centered. Now that new media have brought us voter targeting, user control of content reception, and citizen production of information, we may be entering a votercentered age. As for the implications of new media for democracy, profound changes might not be immediately evident in the context of electoral campaigns in part because one of social media's strengths is to lower the costs of coordination, making it easier for scattered groups to organize (Shirky, 2011 )-but electoral campaigns were already organized. This is why it is noteworthy that the chapters in Controlling the Message that suggest the most meaningful change are the ones about citizen use of new media, and particularly Conroy, Feezell, and Guerrero's take on evolving notions of citizenship. The pattern seems to support Shirky's argument that "the potential of social media lies mainly in their support of civil society and the public sphere-change measured in years and decades rather than weeks or months" (2011, p. 30) . Perhaps new media are affecting elections at the margins now, but over time, they promise (threaten?) to give us new norms of political discourse and practice. They may indeed eventually put the voter at the center of our campaigns, as Farrar-Myers and Vaughn propose, by changing the way individuals relate to politics. Or maybe the nick pants of the world will rise from the fray and run for Congress, on the strength of their devastating six-second attack ads. Either way, in the long run, big changes seem likely.
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